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Abstract 
The impact of the internet is very influential in the development of today’s business world. It is crucial for service 
providers to use their official website to seize potential customers’ attention by creating a website that impresses 
them. The role of corporate website in service industry is really important because it can present the intangibility 
elements (physical surroundings) of the service itself. The purpose of this study is try to examine which element of 
the e-servicescape on hospital websites that significantly influences customers’ perceived quality to encourage 
potential customers to use the services of the hospital. Quantitative method is conducted using a Spearman Rank 
correlation for nonparametric data to obtain a significant relationship value of the variables observed. 
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1. Introduction 
In Indonesia, internet users reached 20 million in 2009, and in 2016 the numbers are expected to reach 100 
million users (The world factbook: Indonesia, 2009). From marketing point of view, one of the major impacts that 
created by internet is the increasing number of companies using websites to interact with prospective customers. The 
use of corporate website is to develop a brand and at the same time it also offers profound information that do not 
exist in other forms of promotion (McMillan et al., 2003). Therefore, every company should take advantage of the 
internet through the company’s website to develop communication with their customers. 
One of the commercial industries that affected by the developing of internet is service industry. Jeon and Jeong 
state that internet certainly influences the service industry for instance in hospitality and travel industries, because 
the use of websites can bring a great impact on business (2009). The role of corporate website in service industry is 
really important because it presents the intangibility elements (physical surroundings) of the service itself. 
Furthermore, using internet is a good investment since it is an inexpensive way to promote products or services than 
a traditional marketing communication campaign (Lagrosen, 2005). Services marketing studies show that service 
activities between customer and service provider cannot be separated, therefore, it is important to create a physical 
environment where the service is performed can affect consumer’s perception towards its perceived quality (Wall & 
Berry, 2007). The physical surroundings or also called servicescape has the power to influence targeted customers 
and to capture the tangible elements within service organizations like restaurants, hotels, banks, stores, hospitals, 
and many more (Bitner, 1992). On the contrary, Mummalaneni (2005; Vilnai-Yavets & Rafaeli, 2006) claims that 
the term of servicescape in cyberspace turned into e-servicescape, while Williams and Dargel (2004) use the term of 
cyberscape. As the original purpose of the servicescape, the main function of a website using e-servicescape model 
is to persuade, maintain, and offer some knowledge and information for prospective customers (Josien, 2010). 
Eventually, e-servicescape of service organizations can affect customers in the virtual world. 
 
Table 1. Research Nomenclature 
No Author Dimensions Area of Research Result 
1 Brett L. Abarbanel 
(2013) Atmospheric Cues, Financial Trust, 
Gambling Value 
Online Gambling 
Game 
Research in consumer behavior in 
online gambling to fill the significant 
gap. Knowledge of servicescape 
dimensions is crucial. E-servicescape 
2 
Laurent Josien 
(2010) 
Prior Knowledge Websites, 
Involvement and Websites, 
Consumer's Attitude, Quality of the 
Website, Information Content and 
Design, Security and Privacy, 
Physical Aspect, Perception of a web 
E-commerce 
Websites 
Identified 4 dimensions for the 
effectiveness of a website. Empirical 
study approach into 2 concepts: 
information content and design.  
E-servicescape 
3 Myunghee Jeon & 
Miyoung Jeong 
(2009) Ambient Conditions, Design 
Aspects, Search Aids & Slogans, 
Functional Aspects 
Lodging Websites 
(Conceptual 
Literature Review) 
Ambient condition, design aspects, 
searching aids and slogans, and 
functional aspect ofa B&B website are 
the major elements of the e-
servicescapes that affect perceived 
service quality of a B&B website. 
E-servicescape 
4 Llyod C. Harris & 
Mark M. H. Goode 
(2008)  Aesthetic Appeal, Layout & Functionality, Financial Security 
Online Shopping 
Outlets 
A measure of eServicescape is 
evaluated that comprises three 
dimensions and 52 item while 
relationship between the dimensions of 
e-servicescape, trust, and purchase 
intentions are described Online Servicescape 
5 Russell Williams & 
Miriam Dargel 
(2004) 
Ambiance Conditions, 
Space/Function, Signs, Symbols & 
Artifacts 
Various Websites 
(Conceptual 
Literature Review) 
Internet and the web offer strategic 
opportunities if organisations plan 
carefully for the service encounter in its 
new environment - cyberspace Cyberscape 
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2. Research Process 
It starts with a comprehension of the research approach and followed by the description of the strategy and the 
design. The selection of topic in the area of services marketing which is the use e-servicescape of hospital websites 
and continued to search the literature review and secondary data analyses related to the research topic. Next, the 
process continues to choose an appropriate research method and followed by the designing a questionnaire and also 
data dispersion. When the data has been distributed, the process continues to collect the data for further analysis. 
Finally after the data has been analyzed, it is time to make a final conclusion. The research framework is shown in 
figure 1. 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1 Research Design for e-servicescape 
3. Methodology 
This research will use the positivism paradigm because it meets almost all the criteria that exist in positivism 
paradigms just like in table 1. A research that uses positivism approach is normally used to assess, classify and 
quantity an issue that needs to be explained logically (Neville, 2007).  
 
Table 2. Research Philosophies 
Positivism paradigms Phenomenological paradigms 
 Commonly  used quantitative data 
 Large samples 
 Concerned with hypothesis testing 
 Highly specific and precise data 
 Location is artificial 
 Reliability is high 
 Validity is low 
 Generalizes from sample to population  
 Commonly used qualitative data 
 Small samples 
 Concerned with generating theories 
 Data is rich and subjective 
 Location is natural 
 Reliability is low 
 Validity is high 
 Generalizes from one setting to another 
 
In line with positivism, a relevant theory will be chosen from the literature and suitable techniques will be 
adopted to collect the required data. Since the research also uses a large sample to generate the data, it cannot adopt 
the phenomenological paradigm, because this normally requires a small sample, subjective and demands insight and 
unstructured data. This research particularly is conducted to find the relationship between e-servicescape with the 
perceived quality of the service and also to investigate the extent to which the customers have the intention to 
consume the service because of the positive association about the hospital website. Finally, this study tries to 
examine which element of the e-servicescape on hospital websites that significantly influences customers’ perceived 
quality to encourage potential customers to use the services of the hospital. Another reason that quantitative analysis 
is suitable with this topic because qualitative research was not considered suitable, since the objective is not about 
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getting a deep understanding of social behaviours, but rather to reveal a set of facts of customers’ perceptions 
toward the use of physical environment on virtual world and  its intention to use an actual service. 
4. Literature Review 
4.1 Servicescape 
Many scholars have outlined the notion when a customer makes an encounter to the physical facilities of service 
provider, but the terms were different such as atmospherics, physical environment, servicescape, economic 
environment, healthscapes, store environment, service environment, and many more (Harris & Ezeh, 2008). 
However, this study will use the term of servicescape from Booms and Bitner which is “the environment in which 
seller and consumer interact, combined with tangible commodities that facilitate performance or communication of 
the service” (1981). From that moment, many similar studies have been taken using the same concept mostly in 
relation between servicescape and consumer behaviour. 
Generally, according to Bitner the dimensions of servicescape within a service provider are ambient conditions, 
space and function, and signs, symbols, and artefacts. Bitner states that ambient conditions encompass air quality, 
temperature, odour, noise, etc; while space/function covers equipment, layout, furnishings, etc; and for signs, 
symbols, & artifacts consist of signage, style of décor, personal artifacts, etc (1992). However, a research by 
Countryman & Jang found that colours and lighting have significantly influence customers’ perception on service 
providers. Thus, they suggest that colours and lighting are part of the physical environment or servicescape 
(Countryman & Jang, 2006). In addition, a previous research by Harris and Ezeh about servicescape, they found that 
cleanliness also plays an important role in creating positive physical environment for service providers (2008). It is 
confirmed in what Wakefield and Blodgett state that cleanliness should be part of the servicescape because it can 
change the attitude of consumers toward the service providers (1996). 
 
Table 3. Servicescape Model 
Ambient Conditions Space/Function Signs, Symbols, and Artifacts 
 Temperature 
 Air Quality 
 Noise 
 Lighting 
 Colours 
 Music 
 Odour 
 Cleanliness  
 Layout 
 Equipment 
 Furniture 
 
 Signage 
 Personal Artifacts  
 Style of Decoration 
 
   An adapted servicescape model and its dimensions (Bitner, 1992; Wakefield & Blodgett, 1996; Countryman & Jang, 2006) 
 
4.2 E-servicescape 
Related to the multi purposes of corporate website functions, Hwang et al. explain the role of corporate website is 
strategically built to communicate with different type of audiences and deliver their specific messages about the 
corporate image and at the same time used to exhibit their products and/or services (2003).  
“The initial impression can be influenced by the design of the e-servicescape” (Van Haperen, 2012). That 
statement shows that e-servicescape is designed to create good impression of the online environment when a 
customer experiences the service. Harris and Goode define the e-servicescape as the atmospheric environment 
aspects in the virtual space when the service encounter occurs between service providers with a customer (2010). 
While Koering states that e-servicescape is the positive development of tangible elements in traditional servicescape 
and turn it into the virtual environment (2003; Lee & Jeong, 2012). Thus, the utilization of e-servicescape probably 
has a significant role in service organizations because customers can observe the physical settings of the website 
before they consume the services directly.  
Moreover, the basic of this research is based on the e-servicescape model by Jeon and Jeong (2009). Although 
some scholars conducted similar studies about e-servicescape (Abarbanel, 2013; Harris & Goode, 2010; Josien, 
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2010; Williams & Dargel, 2004), but not all the dimensions can be used for this study. For example, the proposed 
dimensions of e-servicescape by Harris and Goode are aesthetic appeal, layout and functionality, and financial 
security. In aesthetic appeal and layout and functionality, Harris and Goode adapted from the ambient conditions 
and space/function in traditional servicescape to the virtual landscape. Because the research tried to examine e-
commerce websites, they use financial security dimension because the consumption process is being done in online 
setting (Harris & Goode, 2010). Conversely, the researchers attempt to examine the role of e-servicescape in the 
hospital websites and its relationship with the customer’s intention. The use of websites is to show brand profiles, 
and expected to enhance the positive image of the brand and ultimately increase the level of intention to use the 
service. 
4.3 Descriptive Quantitative Method 
This research used a descriptive method which is a method to describe a phenomena or characteristics associated 
with a subject population (Cooper & Schindler, 2008). Malhotra states that “descriptive research is to describe 
something – usually market characteristics or functions.” It is usually used in business and management scopes to 
define the behaviors of stakeholders and its institutions such as sales team, consumers, companies, or market related 
issues (Malhotra, 2010). This research particularly is conducted to find the relationship between e-servicescape with 
the perceived quality of the service and also to investigate the extent to which the customers have the intention to 
consume the service because of the positive association about the hospital website. Finally, this study tries to 
examine which elements of the e-servicescape significantly to the perceived quality of the customer to encourage 
potential customers to use the services of the hospital. 
 
5. Variable Operational 
The first independent variable of this research is e-servicescape, and the dependent variable is perceived quality 
that consists of cognitive response, emotional response, and physiological response. While for the second framework 
consists of perceived quality as an independent variable and customer intention as a dependent variable. The overall 
conceptual construction of this study can be formulated as: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2 An Adapted Framework of e-servicescape Model (Jeon and Jeong, 2009). 
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6. Dimension of e-servicescape 
6.1 Ambient Conditions 
According to Bitner, ambient conditions are a part of the physical service which influences the behaviour through 
multiple senses (1992). When it comes to the online environment, ambient conditions in a website has the function 
to bring positive feelings of the customers when they experiencing the website like getting some information or 
online purchasing process (Lee & Jeong, 2012). According to Jeon and Jeong, ambient conditions in online physical 
settings cover quality photos, colours, animation effects, virtual tour, and music/sound. The researchers try to adapt 
the proposed components from Jeon and Jeong’s ambient conditions for example colours, animation effects, and 
quality photos (2009). 
In the traditional servicescape, the use of certain colours can add coziness and attractiveness to the customers 
(Countryman & Jang, 2006). The use of eye soothing colours in a website certainly make customers more 
comfortable while experiences it. In the meantime, using appropriate colours are very essential because a vague 
website can result a bad image for customers .Therefore, hypothetically colours can play an important role in e-
servicescape as well. Moreover, the use of animation effects is must not obstructing the message and the page 
content that customer is looking for (Cox & Dale, 2002). That is why, aesthetic approach in a hospital website does 
not seem to require an advanced technology, it is only need a right combination of aesthetic aspects to create 
customers’ positive attitude that accordance to the hospital’s brand image. In conclusion, animation effects and 
quality photos are used to upgrade positive aesthetic aspects of the service providers’ websites. For other ambient 
conditions’ components that proposed by Jeon and Jeong such as music/sound and virtual tour are not suitable for 
this research because of the objects (hospital) that examined are not common to use music/sound and virtual tour 
preference in their websites (2009).   
6.2 Design Aspects 
Traditionally, when it comes to the design aspects, it is linked with spatial layout and functionality in Bitner’s 
servicescape. Bitner defines it as “the way in which equipment and furnishings are arranged, and the ability of those 
items to facilitate consumers’ enjoyment” (1992). Spatial layout is used to organize certain physical equipment, 
machinery, and furnishings in the service premises as well as the way its shape and size can integrate with each 
other. For the functionality, it is more on the usefulness of the physical equipment and furnishings. When it comes to 
the e-servicescape, it is transformed into design aspects, which is an “overall structure, layout, wisely used space, 
and easy navigational functions on the web pages” (Jeon & Jeong, 2009). An analysis from E-ICP found that the 
behaviour of customers are clearly affected when they browse the e-commerce site due to its quality of the design 
factor (2008; Kuo & Chen, 2011). Therefore, Jeon and Jeong concluded that a good quality website is should be a 
simple, clean, vivid, concise, and straight in order to facilitate customers while experiencing it (2009). The 
researchers will use the same dimension because it is relevant with the case study which is to examine e-
servicescape on hospital websites. 
6.3 Search aids & Slogans 
Whenever customers see signage, symbols, and artifacts in service premises are used to send a certain message 
and enlarge a positive impression about the service provider (Wakefield & Blodgett, 1996). Customers can be 
impressed through signage, symbols, and artifacts for example a corporate logo installed in the service premises. 
Signage also can be used to help customers to find facilities around the service area such as restaurant, restrooms, 
parking lot, and many more. In addition, the use of specific artifact is used to speak a subtle language about the 
quality of the service provider, to exhibit the personality of the brand, and also to target specific segments (Jeon & 
Jeong, 2009).  
When it is adapted in virtual concept, the term of search aids and slogans can be helpful for the potential 
customers whenever they experiencing the hospital websites. The use of keywords in the website certainly facilitates 
customers to find the specific information they want to get, for example customers can easily find a doctor that 
specializes in some medical cases or customers who want to find specific facilitations in the hospital without having 
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to look one by one in the website pages. On the other hand, Jeon and Jeong describe the use of search aids and 
slogans is for the external purposes like in the search engines (i.e. Google, Yahoo!, and Bing) to facilitate customers 
to find a website easily (2009). The differences with this research and Jeon and Jeong’s are located in the use of 
search aids for the internal purposes in order to help customers to seek some information. Therefore, the dimension 
of search aids and slogans in this research is for internal purposes instead of for external purposes.  
6.4 Functional Aspects 
In order to purchase a service in traditional way, a customer must interact directly with the service representative 
such as employees. Bitner explains that in service consumption process, a customer makes an interaction within the 
physical surroundings along with the company’s staff (1992). Thus, a good service surrounding must be provided by 
the company in order to elevate the intention of customers to purchase the service and also to improve the 
employee’s performance. 
In the digital era, before entering to the purchasing stage, a customer can see some alternatives of similar 
companies that provide websites. For example in hospital companies, before a customer selects a hospital service, a 
customer has the privilege to see some preferences like main facilities and list of doctors regarding the medical 
issues that he/she needed. Therefore, a hospital management should offer an interactive website can attract potential 
customers. One of the advantages of providing a website is the interaction that occurs between the customer and the 
company’s website can shorten the time consumption, convenience, and also improve the level of satisfaction 
(Williams & Dargel, 2004). With all the relevant content on the website exhibit all the physical facilities that can be 
seen by potential customers certainly alleviate the preference stage. Also, the functional aspects on the website can 
assist customers’ needs. While, navigation structure show a wide range of available information on the website. 
6.5 Perceived Quality of e-servicescape 
When it comes to the original concept of servicescape model, it is essential to implement the model into the 
physical settings of a service company. Because a servicescape model certainly affects customers’ cognitive, 
emotional, physiological, and also their behaviour as well (Bitner, 1992). According to Bitner’s servicescape, 
positive outcomes such as increasing levels of interest, consuming the service, buying process, and becoming more 
loyalty can be occurred by general quality perception of the physical environment (Wakefield & Blodgett, 1996). In 
order to approach prospective customers at cognitive level, they can be affected through some indirect messages like 
décor, interior design, furnishing, layout, and many more (Jeon & Jeong, 2009). So, a service provider commonly 
‘speaks’ with their potential customers on a certain cognitive level through several compositions on the physical 
arrangement.  
Positive responses such as cognitive, emotional, and physiological by customers can be improved with the 
presence of physical appearance in the website. For example, the elements of design and functional certainly 
increasing the level of cognitive, while in the physiological level can be increased by the elements of ambient 
conditions (i.e. animation, quality photos, and colour). Lastly, the emotional level can be elevated through the use of 
proper slogan as a summary of the brand and also the use e-servicescape certainly leads to customers’ reactions 
whether they pleasant or unpleasant about the website (Jeon & Jeong, 2009). Nevertheless, the use of appropriate e-
servicescape on the website may lead to perceived quality about the website and finally it associated with the service 
brand as the provider. Because, the utilization of servicescape nor e-servicescape does not only to show the level of 
promised service quality, but also to persuade prospective customers in appraisal stage based on the additional 
components to gain perceived quality in a service provider. Hence, it is common whenever customers make an 
encounter with a service provider, they make an evaluation with overall quality perception that based on cognitive, 
emotional, and physiological level in the minds of customers. 
6.6 Intention to consume a hospital service 
Characteristically, the typical behaviour of customer in the healthcare industry is different with other intangible 
service industry. Setiawan states that in the general service industry, customers use the service after through a 
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multiple stage of processes such as the current needs, the offered benefits, and also the availability of funds to 
purchase a hospital service. He also states that generally customers in healthcare industry come in urgent situations 
when they need to be checked by medical treatment (2011). Nowadays, a prospective customer who wants to get a 
medical attention can be able to access various information such as the adequate facilities, availability of doctors, 
customer testimonials, medical costs, and location before he or she visit the actual hospital to receive the medical 
treatments. Therefore, the existence of a hospital website allows potential customers to get a variety of information 
in advance in order to minimalize the time wasting when they must to visit the hospital to get some information.  
Overall perceived quality by customers may lead to intention to buy and consume the service. A research by 
Harris and Goode discovered that the implementation of e-servicescape on a website has increased the level of 
consumers’ confidence and also intention to buy a service (2008). Another research by Jeong and Choi found that 
the use of good quality photos with certain appearances made positive reactions by customers toward the hotels’ 
websites (Lee & Jeong, 2012). Eventually, the positive reactions will lead to positive customer intentions. Those 
examples from prior studies show that after customers obtain some stimulus from physical environment (e.g. brick-
and-mortar and click-and-mortar business), they will be impressed by the service and going to further process which 
is purchase intention or they will stop to continue to next stage of process. Lagrosen states that even though many 
companies using website as one of the important medium and it is taken very seriously, but the presence of a website 
is in general to persuade customers to buy products or services with the old-fashioned way (2005). 
7. Correlation Hyporheses 
Based on the conceptual framework, the research hypotheses can be developed and consequently tested. The 
correlation hypotheses statement describe below: 
 Hypothesis 1: There is a relationship between ambient conditions and perceived quality of hospital website. 
 Hypothesis 2: There is a relationship between design aspects and perceived quality of hospital website. 
 Hypothesis 3: There is a relationship between search aids and slogans and perceived quality of hospital website. 
 Hypothesis 4: There is a relationship between functional aspects and perceived quality of hospital website. 
 Hypothesis 5: There is a relationship between e-servicescape and perceived quality of hospital website. 
 Hypothesis 6: There is a relationship between perceived quality of e-servicescape and customer intention to use 
a hospital service. 
8. Research Instrument – Self-Completion Questionnaire 
A self-completion questionnaire was conducted using internet as the medium to deploy the questionnaire to meet 
the objectives of the research. The researchers tried to spread the questionnaire through the social networks such as 
LinkedIn, Twitter, and Facebook to meet the criteria of the target population. The deployment process through 
online occurred about a month, and followed by the collecting process. The questionnaire design to examine the 
respondents’ intention towards the e-servicescape on hospital websites is divided into four parts; demographic 
questions, e-servicescape dimensions, perceived quality, and customer intention. The demographic questions 
conclude sex, age, education level, and occupation that will show the background of respondents. The question was 
designed as a 5 point Likert scales that ‘strongly agree’ or ‘very important’ to ‘strongly disagree’ or ‘unimportant’ in 
order to understanding the different perspective about the e-servicescape effects. 
9. Analysis and Presentation of Data 
9.1 Data Analysis 
Data analysis is an important step in the study, because the data can be given a meaning that is useful in solving 
research problems. In addition, it cannot be denied that when it comes to analyse the data using quantitative 
approach is pretty delicate because of the enormous data. Because a primary study in quantitative research creates 
enormous data from the survey results, it is needed to look for the relationships between the numbers which are 
obtained from the measurement and also data value that obtained by changing the qualitative data into quantitative 
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data (Saebani & Nurjaman, 2013). 
9.2 Statistical Test 
In this research, the test involved one sample using an ordinal measurement scale. Based on the hypothesis 
develop in this research correspondent with two tailed test or non-directional test. The conclusion is stated in term of 
rejecting or not rejecting the null hypothesis based on the reject region selected before the test is conducted. Type of 
the statistical test divided into 2 (two) category parametric and nonparametric (Cooper & Schindler, 2008). 
Parametric test is more powerful because the data are derived from interval and ratio measurements. Nonparametric 
test are used to test hypotheses with nominal or ordinal data.  
To explain the relationship between two or more statistical variables, the researchers used a Spearman’s rank 
correlations coefficient to measure the strength of the relationship. Spearman’s rank considers the extent of one 
variable increased or decreased with other (Cooper & Schindler, 2008). If both variables increase together the 
coefficient is going to be positive and if one variable increases while the other is decreases the coefficient value is 
going to be negative. Nonparametric tests have fewer and less stringent assumptions. They do not specify normally 
distributed populations or equality of variance.  
9.3 Respondents Composition  
In the process of data collection, the researchers use electronic media such as e-mail and social media to help 
provide a questionnaire application that has been designed. The results are collected as many as 285 respondents. An 
initial stage of filtering was to eliminate respondents who have never visited the website of the existing hospital in 
South Jakarta. In this phase, 260 respondents were eligible for the next stage in the process. The final composition of 
the respondents consisted of 125 women (48%) and 135 men (52%). 
 
48% 52% 
Respondent Composition based on Gender 
Female 
Male 
 
                                     
Fig 3. Respondents Composition based on Gender 
 
10. Validity and Reliability Test 
10.1 Validity Test and Reliability Test 
Validity is described as a measure of the degree of validity or the validity of an instrument. The questionnaire 
distributed consists of 20 (twenty) rounds of questions. To measure the validity of a test is done on the extent to 
which the degree of internal consistency and accuracy of the assay used in measuring the target. Data collection 
instruments using testing the validity of an item in a manner correlating score items with the total score and the 
correct value of the coefficient of correlation being overestimated. 
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Table 4. Validity Test - Corrected Item-Total Correlation 
Item 
Questionnaire 
Rtable (sig. 0.05, 
two tail test, N=258) 
Rcount Result Item 
Questionnaire 
Rtable (sig. 0.05, two 
tail test, N=258) 
Rcount Result 
Ambient1 Rtable 
 N = 200 – 300 :       
0.113 – 0.138 
0.250 Valid FuncAsp3  0.497 Valid 
Ambient2 0.274 Valid FuncAsp4  0.444 Valid 
Ambient3 0.644 Valid Cognitive1  0.418 Valid 
DesignAspect1 0.673 Valid Cognitive2  0.554 Valid 
DesignAspect2 0.636 Valid Cognitive3  0.683 Valid 
Aid1 0.429 Valid Emo1  0.543 Valid 
Aid2 0.458 Valid Emo2  0.486 Valid 
FuncAsp1 0.730 Valid Emo3  0.500 Valid 
FuncAsp2 0.511 Valid Physiologic1  0.645 Valid 
FuncAsp3 0.497 Valid Physiologic2  0.595 Valid 
FuncAsp4 0.444 Valid Decision  0.567 Valid 
Source: The researchers, 2014 
 
The reliability is the degree of accuracy, precision, or accuracy which is demonstrated by the measurement 
instrument. To test the degree of consistency of the measuring instrument (reliability) when is used multiple times. 
The technique used to measure the reliability is Cronbach Alpha technique. The coefficient of reliability ranged 
from 0 - 1, where 0 means not reliable and 1 means a very reliable measurement tool (Nisfiannoor, 2008). In this 
study, the reliability value is at 0.900 and it means the measuring instrument which was used is quite reliably. 
10.2 Normality Test Data  
It conducted to determine whether the obtained data distribution close to the standard normal distribution. 
Normal distribution would resemble a bell-shaped graph. Data normality test is used to select appropriate analytical 
tools. In this study, the normality test data using Kolmogorov_Smirnov, with the following criteria: sig (p) > 0.05 = 
data normal, sig (p) < 0.05 = data not normal. The six variables data that have been tested had sig. (p) of 0.0000 < 
0.05, which means the data is not normal. Based on the results of the normality test, the correlation between 
variables for subsequent analysis will use a non-parametric statistical method. 
11. Spearman‘s Rank Correlation Test Result 
The Spearman correlation coefficient, rs, can take values from +1 to -1. A rs of +1 indicates a perfect association 
of ranks, a rs of zero indicates no association between ranks and a rs of -1 indicates a perfect negative association of 
ranks. The closer rs is to zero, the weaker the association between the ranks. Based on the statistical analysis using 
the SPSS software, the researchers can interpret the result for each of the hypothesis below: 
 
- Hypothesis 1: 
Ho: There is a relationship between ambient conditions and perceived quality of hospital web site.  
Hi: There is no relationship between ambient conditions and perceived quality of hospital web site.  
Based on testing using the SPSS software, the obtained results sig. (p) with 2-way test of 0000 which is <0.05 then 
Hi is rejected. The conclusion derived from these results means ambient conditions have an influence on perceived 
quality of hospital website.  
Positive rs coefficient  showed a significant association between ambient conditions variable to perceived quality of 
hospital website. The effect of ambient conditions variable towards perceived quality of hospital website is quite 
strong on the point value of 0.441. 
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-       Hypothesis 2:  
Ho: There is a relationship between the design aspects and the perceived quality of hospital website.  
Hi: There is no relationship between the design aspects and the perceived quality of hospital website.  
Based on testing using the SPSS software, the obtained results sig. (p) with 2-way test of 0000 which is <0.05 then 
Hi is rejected. The conclusion derived from these results mean design aspects variable has an influence on perceived 
quality of hospital website.  
Positive rs coefficient showed a significant relationship between design aspects variable with perceived quality of 
hospital website. The effect of design aspects variable towards perceived quality of hospital websites is sufficiently 
strong on the value of 0.588. 
 
- Hypothesis 3:  
Ho: There is a relationship between search aids and slogans and the perceived quality of hospital website.  
Hi: There is no relationship between search aids and slogans and the perceived quality of hospital website.  
Based on testing using the SPSS software, the obtained results sig. (p) with 2-way test of 0000 which is <0.05 then 
Hi is rejected. The conclusion derived from these results mean search aids and slogans have an influence on 
perceived quality of hospital website. 
 Positive rs coefficient showed a significant relationship between the variable of search aids and slogans with 
perceived quality of hospital website. The effect of search aids and slogans toward perceived quality of hospital 
website is quite strong on the value of 0.416. 
 
- Hypothesis 4:  
Ho: There is a relationship between functional aspects and perceived quality of hospital web site.  
Hi: There is no relationship between functional aspects and perceived quality of hospital web site.  
Based on testing using the SPSS software, the obtained results sig. (p) with 2-way test of 0000 which is <0.05 then 
Hi is rejected. The conclusion derived from these results implies functional aspects have an influence on perceived 
quality of hospital website.  
Positive rs coefficient showed a significant relationship between the variable of functional aspects with perceived 
quality of hospital website. The effect of functional aspects variable toward the perceived quality of hospital website 
is sufficiently strong on the value of 0.759. 
 
- Hypothesis 5:  
Ho: There is a relationship between the e-servicescape and perceived quality of hospital web site.  
Hi: There is no relationship between the e-servicescape and perceived quality of hospital web site.  
Based on testing using the SPSS software, the obtained results sig. (p) with 2-way test of 0000 which is <0.05 then 
Hi is rejected. The conclusions derived from these results means e-servicescape variables have an influence on 
perceived quality of hospital website.  
Positive rs coefficient showed a significant relationship between the variables of e-servicescape with perceived 
quality of hospital website. E-servicescape variables influence the perceived quality of hospital website is strong on 
the value of 0.710. 
 
- Hypothesis 6:  
Ho: There is a relationship between perceived quality and customer intention to use a hospital service.  
Hi: There is no relationship between perceived quality and customer intention to use a hospital service.  
Based on testing using the SPSS software, the obtained results sig. (p) with 2-way test of 0000 which is <0.05 then 
Hi is rejected. The conclusion derived from these results mean perceived quality has an influence on customer 
intention to use a hospital service.  
Positive rs coefficient showed a significant relationship between perceived quality variable on customer intention to 
use a hospital service. The effect of perceived quality towards the customer intention to use a hospital service is 
quite strong with a value of 0.443. 
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12. Conclusions and Suggestions  
A number of important findings are crucial related to this study. First, apparently there are many hospital 
management in Indonesia especially in South Jakarta region were not given much attention in creating and designing 
corporate websites very thoroughly and seriously. Certainly making a decent corporate website gives positive 
impressions in customers’ mind. Secondly, the result in this study shows that the most significant dimension in e-
servicescape is functional aspects (interactive, information adequacy, navigation structure). This result shows that 
customers want to get in depth information about the organization, facilities, and list of services by browsing it 
thoroughly which is offered by the official hospital’s website. Whereas the e-servicescape dimension of the least 
influential effect is search aids and slogans, because the respondents are more enjoy surf the internet and find some 
information rather than relying on the use of keyword menu to seek a specific information on the website. Also 
relates with the use of slogan, respondents did not give much attention to the company’s hospital slogan due to its 
lack of influential and overrated words that cannot represent the actual hospital services. 
On the whole, all e-servicescape dimensions have a positive and strong influence on the perceived quality. 
However, there is another factor of 0.390 influences which is not further investigated in this study.  Even though 
using internet is the best strategically way to promote and inform potential customers, it is very clear that creating a 
good quality and well-designed website are very important thing to do especially for a service organization that 
selling high risk service like hospital. Principally for management, they must really careful and give more attention 
when it comes to design their website that represents the image of the company.  
Further Research 
This research using a similar e-servicescape model can be explored to investigate other service industries in 
Indonesia such as e-commerce websites, hotel websites, education institution websites, b2b company websites, and 
many more. In this study could also be developed to investigate other variable such as the perceived quality and try 
to find what the most significant psychological reaction in the perceived quality associated with selecting a service 
provider. 
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